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The range of technology and the spread of its impact is 
changing the way we think, innovate and reimagine nearly 
every industry. Until relatively recently, technology was 
often geographically isolated and confined to a given system, 
process or business silo. Tech often sat at the edge of the 
business as an addendum to strategy. Many of these legacy 
IT systems are now too slow and rigid for the demands of 
digital business. The value of technology now lies in its 
ability to connect people, objects and data, and by so doing 
create new ways of working, new service propositions and 
business models. Connectivity and the network now sit at the 
centre of digital transformation rather than the edges; the 
ability of consumers and employees alike to engage, connect 
and collaborate all depend on it – and therefore determine 
the ability of retailers to thrive and even just survive.

Introduction
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Accenture suggests that while ‘…technology for the last 25 
years has been something we can use, we’re entering a new 
era where technology is who we are1’. This is as true for 
companies as it is consumers. Whilst 87 percent of executives 
across all industries accept that technologies will disrupt 
their industries, only 44 percent say their companies are 
doing enough2. Among retailers, a paltry 15 percent suggest 
their company is setting the pace for digital transformation3.

Part of this failure is conceptual, since 21 percent of firms still 
see digital transformation as a ‘one-off project’ rather than a 
continuous effort4. Another failure is to base efforts around their 
existing technological stock rather than around the customer 
and disappointingly less than 40 percent have aligned internal 
teams to put customers at the forefront of their digital activities5. 
As influence and power shifts from retailers to consumers, ‘…
retailers face tremendous pressure to deliver new business 
capabilities faster6’, to remain competitive, to remain relevant.

Due to these failures, half of all digital transformation 
projects have stalled7 and of an estimated $1.2 trillion spent 
by companies globally on digital transformation in 2018, 
only 1 percent of these efforts are forecast to achieve or 
exceed their expectations8. The cost of missing out on this 
transformation toward an era of a programmable economy 
– and the confluence of technologies such as the Internet 
of thigs (IoT) and the cloud this implies, could be enormous. 
Efficiencies and new business value worth more than $3 trillion 
by 20309 is expected to be created by digital transformation.

State of digital 
transformation  
across retail

The IoT – present state 
and future forecasts

It is perhaps unsurprising that the retail and consumer goods 
sector, more than any other, sees the IoT as being central 
to its digital transformation strategies. 56 percent of the 
sector see it this way, compared to 54 percent in IT and tech 
and 52 percent in financial services10. The value of the global 
connected retail market was $16.3 billion in 2016 and $19.4 
billion at the end of 2017, and further growth is expected, 
with the market expected to touch $82.3 billion by 202511. 
Given that, by 2030 more than two-thirds of purchases 
are forecast to still occur in physical stores12 (and an even 
greater percentage influenced by in-store experiences), 
the IoT is emerging as a pivotal retail architecture.

Hughes’ own research reveals that 74 percent of retailers are 
looking to expand their physical footprint, with 50 percent also 
looking to concurrently boost in-store tech investment and 62 
percent planning to increase their online tech spend. The IoT 
is able to span both online and physical tech spend. In-store, 
retailers could determine customers’ profiles and their buying 
history13, whereas streamlined supply chains and inventory 
management can also boost the online experience14. All told, 
consumer spending on the blurring confluence of physical and 
online commerce – digital commerce, could reach $14.7 trillion 
by 2022, up by 60 percent on 2017’s figure of $9.2 trillion15.

Percentage of executives 
across all industries 

that accept that 
technologies will disrupt 

their industries.

The value of the global 
connected retail market 
expected to be in 2019.

The value of the global 
connected retail market 
expected to be by 2025.Percentage of retailers 

that say they’re setting 
the pace for digital 

transformation.

87% $19.4bn

$82.3bn
15%
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Data and the customer interface

In the mid 2010s, it was common to proclaim that 
every company is a technology company. Whilst 
still true to a greater or lesser extent, depending on 
industry, technological and business model innovation 
has progressed further still. The mantra that every 
business is a digital business is rapidly morphing into ‘...
every industry is an internet of things industry16’.

The statistics are compelling. 4,756 IoT connections 
are made every minute17. The number of connected 
things in use will go up to 25 billion by 2021, from 14.2 
billion in 201918. By 2025, we are forecast to interact 
with connected devices 4,800 times per day19. The 
continued growth of mobility and IoT means ‘…retailers 
are capturing real-time information about their stores 
that is often richer than the data they can get online20’.

With IoT data growing twice as fast as social and computer-
generated data21, the consumer IoT market is projected 
to reach $104 billion by 202322. Many retailers are still 
trying to figure out how to make the most out of IoT: 
nevertheless, retail IoT could be a $94 billion market by 
202523. New data architectures will likely be required; 
customers, first and foremost, want problems solved 
– something that may go beyond an app and indeed 
individual business silos. Real-time, multidirectional 
data will deliver situal information and insight, requiring 
new data strategies and even organisational set-up.

Sorting the wheat from the chaff

With data volumes doubling every two or three years, the 
amount of global data stored and analysed is forecast 
to rise from just 1 percent today to 37 percent by 2025, 
implying up to $5 trillion in annual benefits24. However, 
many companies are not well placed, either technologically 
or organisationally, to gain advantage from this data. 

Approximately half of executives admit to not capturing 
the full value of their data25, with business silos, lack 
of cohesive data structures and inadequate analytical 
talent all hampering efficacy. The result of a lack of 
unified system and structure is often bad data, which 
has both a direct and indirect cost. The cost of bad data 
is estimated at 15 to 25 percent of revenue for most 
companies, with rising data volume obviously enhancing 
this impact26. This is a problem where some 79 percent 
of executives continue to base decisions, processes and 
strategies on data, with large swathes of data remaining 
unverified as factually correct27. The more indirect cost 
could lie in breaking consumer trust – one only needs to 
think about how bad data could inform inappropriate 
personalised offers –and ultimately harming brand image.

(Real-time) data driven organisations

As we transition from the digital to the intelligent age, few 
would argue that we live in an age of data, yet alarmingly, 
the share of companies that call themselves data-driven is 
falling, not rising28. There is almost unanimity in executive 
attempts to develop data driven organisations, with over 
98 percent professing to do so, yet less than a third report 
success in achieving a data-driven business culture29. 

The IoT, augmented reality and the omnichannel are making 
today’s consumer shopping experience more connected, 
mobile, and data-driven. Thanks to companies like Amazon 
and Baidu, expectations have been heightened to the point 
that 76 percent of consumers now expect organisations to 
understand (and act upon) their individual needs30. Indeed, 
80 percent of consumers indicate a greater propensity to 
purchase from a company that offers personalisation31. The 
technological opportunity for this will grow enormously; 
the global data-sphere is forecast to grow from 33 
zettabytes in 2018 to 175ZB by 202532, with close to 30 
percent of data generated in real-time by that date33.

However, the implications of data-driven organisations do 
not end at the consumer interface. Back end processes, 
business strategy and even organisational structures all need 
to adapt to new technologies such as the IoT. As a result, over 
half of executives (52 percent) expect their organisation to 
‘…substantially change approach in collecting, interrogating 
and integrating customer feedback over next three years34’.

 

The IoT – present state 
and future forecasts

The number of connected 
things predicted to 
be in use in 2021.

The number of connected 
things in use in 2019.

25bn14.2bn

Enabling new business models

For those with the foresight and capacity to change, 
the IoT will prove a key catalyst of further enabling, or 
rather compelling, retailers to reinvent products and 
services, internal operations and business models35. 
This is because it should be thought of as more of an 
architecture or foundation to build engagement and 
propositions on, rather than a single technology.

Consumer change is opening ever more possibilities. 
43 percent of consumers are receptive to the idea of 
retailers personalising prices36, while 63 percent globally 
say they would permit home sensors to automatically 
order household goods as needed37. SAP suggests‘… such 
background shopping will be so convenient, sophisticated 
and attuned to our lives that we’ll barely have to think 
about it38’. 54 percent of Asian retail execs believe that 
by 2025, ‘…machines will become customers as people 
delegate low-involvement decisions to their bots39’.

This may shift the role of the store, but not the need for 
the store. Even if consumers’ physical location at a given 
time does become the future competitive battleground, 
it is still likely, notes Accenture, that ‘…physical stores 
will evolve into experience centers: engaging, immersive 
environments where consumers can interact with products 
and services they might want to buy, and learn about 
them in a personalized setting40’. This will likely require 
a solid and unified technological underpinning. Such 
an infrastructure would also allow future ‘…successful 
businesses (to) design their business processes around 
harnessing data from every department to fuel AI, just 
as industry once built around harnessing electrical 
power from other sources to fuel machinery41’. 

Other avenues are open for the development of IoT 
centered business models. Perhaps most prominently, 
‘Just Walk Out’ shopping and other smart checkout 
tech pioneered by the likes of AmazonGo could create 
a $45 billion market by 202342. Sustainability could also 
become a key and actionable driver of success; while 98 
percent of business executives see the IoT contributing 
to a sustainable future, yet today only half currently 
use data and connectivity to support such efforts43. 

The IoT – present state 
and future forecasts
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The Cloud –  
present state and 
future forecasts

If every business is indeed morphing from a technology 
business through a digital phase and into an IoT business, 
then it is also likely to make use of the cloud. One 
study claims that all industries, at varying speeds, are 
moving towards a hybrid cloud environment. Retail 
is cited as one of the more advanced industries in 
this regard, with 64 percent of retail and eCommerce 
respondents saying they have hybrid environments44. 

However, the actual industry workload in the cloud is 
somewhat lower as of December 2018 – at just below one 
quarter, although ‘…retailers expect that to rise to one-third in 
202045’. The reasons for this rise are myriad. IT operating costs 
typically yield a 15 percent to 40 percent saving46, depending 
on existing IT set up, industry and use. Improved performance 
and agility are also common benefits from switching to the 
cloud. This accounts in part for Oracle’s forecast that ‘…80 
percent of all enterprise (and mission-critical) workloads 
across all industries will move to the cloud by 202547’. 

For retail, the specifics of how performance and consumer 
experience could be enhanced fall into two ledgers; on one hand 
the back end workflows and on the other, the front end48.

The front end workflows require real-time 
data and decision making to inform:

•	 Pricing and margin management,  
•	 Website and recommendation-engine personalisation, and  
•	 Loyalty-program management.

The back end workflows that have both direct 
consumer and procedural impact include:

•	 Real-time inventory visibility,  
•	 Omnichannel order fulfillment, and  
•	 Inventory optimisation49.

XaaS 

Products – not least software, platforms and other 
technologies – are increasingly being converted to 
services, and in doing so, becoming more automated, 
online and experiential. Everything is now as a service 
(XaaS). Just as with consumer trends, the end user 
pays for the experience of using a service, or the 
access to it, rather than owning the product.

The extent to which business supports such changes 
is marked. A 2018 report cited nearly 51 percent of all 
companies as reporting a majority of their applications 
as SaaS-based. That number is expected to rise to 73 
percent by the end of 2019, and to 86 percent by 202150.

By incorporating the cloud’s rapid deployment model, 
XaaS could also prove an effective driver of new revenue 
for innovative retailers51. A Deloitte survey reveals that 
76 percent of all businesses see XaaS as assisting in 
their rapid design and deployment of new services52: A 
useful secondary impact, from the CIO’s perspective, 
is that these changes can help shift the notion of IT as 
a cost-centre towards IT as a driver of digital business 
strategy and potential source of new revenue streams.

However, since few CIO’s, and especially those in retail, 
have the internal talent to build scalable analytics 
platforms or turn complex data into insight, it is likely that 
scalability, reliability and security issues will likely need to 
be taken care of by trusted third parties and partners.

Security and management

Half of U.S. retailers were breached in the past year, as 
were 27 percent globally53. Globally, attacks and breaches 
at the cloud provider remain the top cloud security 
concern for retailers at 61 percent. Security and privacy 
controls will need to be built at the edge and intrinsically 
part of every device and network. To mitigate any risk 
associated with data storage or security, users will 
increasingly ‘…need to guarantee that their cloud security 
strategy keeps up with the pace of this growth54’.

Hybrid cloud deployments could help with this. The retail 
industry currently has the second largest penetration of 
hybrid cloud deployments at 21 percent among all industries; 
with 93 percent of retailers identifying hybrid cloud as 
the ideal IT model, outpacing the global average for other 
industries55. For retailers, having the flexibility to choose 
the right cloud for each application appears most often as 
the chief benefit for deploying hybrid cloud (at 18 percent) 
followed closely by using cloud ‘on the fly’ to support periods 
of high traffic loads. Given the seasonality of business and 
variance of IT and network consumption needs throughout 
the year, retailers understand the need to keep IT flexible. 
However, hybrid cloud skills ranked second in scarcity for 
retailers (30 percent56), behind A.I skills, indicating a need for 
close collaboration with trusted partners and third parties. 

Cloud deployment could also help craft new wider 
management practices. 87 percent of retail firms view 
their current working hours and practices as overly 
rigid, something that a range of technologies can help 
mitigate. As the industry and the jobs it offers evolve, it 
will need to offer increased flexibility at a minimum. One 
possible result of the boom in video chat technology and 
connectivity more generally, is that personalised advice and 
customer service could be performed remotely by staff57. 

The Cloud –  
present state and 
future forecasts

Companies in 2018 
that have SaaS-based 

applications.

Companies in 2019 
expected to have SaaS-

based applications.

Companies in 2021 
predicted to have SaaS-

based applications.

Percentage of retailers 
identifying hybrid cloud 

as the ideal IT model.

51% 73% 86% 93%

Enterprise (and mission-
critical) workloads 

across all industries 
that will move to the 

cloud by 2025.

80%
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The World Economic Forum states that fluid consumer 
demands will ‘…cause the retail and consumer packaged 
goods landscape to change more in the next ten years 
than it has in the past forty58’. Yesterday will not suffice for 
tomorrow. Global consumer patterns are being permanently 
rewritten along the lines of influence, personalisation 
and trust. Indeed, personalisation is reckoned by 
Boston Consulting Group to drive a revenue shift of $800 
billion by 2022 for the companies that get it right59.

The most obvious conduit for change remains technology. 
Engagement technologies such as virtual reality and augmented 
reality that give rise to immersive retail will help create 
new and increasingly personalised consumer experiences. 
The confluence of advanced analytics and context-specific 
data shift the balance of power away from the blurring 
manufacturer/retailer and towards the consumer.

Building tomorrow’s 
organisation

Engaging customers and staff: the new CX

This changing nature of engagement fundamentally 
shifts the product and services retailers can offer. 
For example, Buy+, a Chinese virtual reality shopping 
experience backed by Alibaba, engaged over 8 million users 
within a week of launching60. Imagine if this experience 
could be tailored to your whereabouts, your purpose 
in that given location and your transaction history.

The changing nature of engagement changes the product, 
and since the IoT provides an expansion of quantifiable parts, 
we will have ever more data at which to shape price and 
service points. This is just as well since around 80 percent 
of consumers are demanding new consumption models61.

However, a great paradox lies at the heart of consumer 
engagement. 61 percent of American consumers, and 48 
percent of British, say they’ll share more data with a company 
in return for customised communications from them62. The 
problem, as other statistics suggest, is that only 17 percent 
of consumers believe personalised ads are ethical63. This 
presages the question of whether consumers really know 
what they want? As Steve Jobs noted ‘…a lot of times, people 
don’t know what they want until you show it to them’. 

Technology and the human element are often seen as 
opposites, with some justification. Where used solely as a 
cost cutting element, technology can have ruinous impact 
on both staff and consumer engagement as anyone who 
has pressed ‘2’ for other services can attest. In fact, 59 
percent of consumers say companies have lost touch 
with the human element of their customer interface64. 
Technology can help remedy this, implanted strategically, 
by helping free customer service agents for the more 
involved tasks. The import of this cannot be over-estimated: 
IDC predicts that 90 percent of consumer goods industry 
growth over the next decade will be captured by companies 
that succeed at direct engagement with consumers65.

Culture is identified by 46 percent of CIOs as the largest 
barrier to getting the benefits of digital business66. 
Engaging workers will be key in digital transformation 
efforts and change management must form a component 
of it. This will be complicated by an evolution in the 
skillsets required to work effectively in retail. There will 
likely be an increased need for professional customer 
service aides and skills such as problem solving and 
innovative design, while perhaps less demand for 
cashiers and other increasingly automatable tasks67.

Know your customer in-store 

Hughes research shows that 91 percent of retailers 
agree that collecting customer data will enable them to 
better inform future strategy. 96 percent say customer 
data collection will also allow them to decide which 
technologies to use, while 89 percent point to it helping 
devise and improve loyalty schemes. Walgreens in the 
United States is already ‘…using cameras, eye-tracking, 
and motion sensors to show you real-time ads meant to 
influence which ice cream you buy68’. We are at the start 
of a quantified consumer era, and those that use this 
permissively could build strong competitive advantages.

This era will blur the difference between existing market 
boundaries further, yet offer an infinitely richer picture of 
real-time consumer indicators by including contextual and 
situal information. One of the next big trends in analytics, 
notes Wharton69, is the emergence of geospatial targeting. 
Establishing someone’s physical location and targeting 
offers accordingly could open-up whole new business 
models, redefine consumer relationships and supply 
trustworthy firms with swathes of insight rich data.

Harvard Business Review correctly notes that ‘…the next 
generation of smart assistants and connected devices 
will learn from user habits and pick up on behavioural 
and environmental patterns in order to make these 
experiences more predictive70’. Demonstrating and 
delivering value to the customer will be key in gaining 
trust and acceptance as models become ever more 
consumer-centric. Of equal importance is that there 
are more points at which we can engage consumers, 
especially with forthcoming micro-GPS that can better 
contextualise data to within mere feet of our position, and 
the ambient passivity with which we will ‘interact’ with 
technology. Emerging data sources and personalisation 
will ultimately spawn new services and even industries, 
enabling retailers to add value in entirely new ways.

Building tomorrow’s 
organisation

Percentage of consumers that 
say companies have lost touch 
with the human element.

59%

The amount 
personalisation is 
reckoned to drive 

revenue by in 2022.

$800bn
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Consumer engagement

77 percent of consumers say they’re quicker to retract their 
loyalty today than they were three years ago71. Engaging 
the consumer becomes an ever more important activity, 
not just in gaining their attention but helping solve their 
problems. Engagement before, during and after a purchase 
remains a key goal for CMOs but is likely impossible with 
both organisational data silos and unconnected IT systems.

However, customers are starting to generate or present 
different identities across different platforms. The danger for 
brands is of incomplete consumer pictures and profiles and 
therefore knowing when and how to engage then becomes 
problematic. ‘They no longer just need to work out who the 
consumer is, but which of that consumer’s identities they are 
dealing with72’. Current segmentation models will need to 
become ever more complex and granular without appearing 
to be overly invasive. IoT and cloud technologies can both 
form the basis of a new unified view of the customer and act 
as a structure to launch other technologies such as machine 
learning. For example, machine learning can perform 
real-time data analysis at a preferable rate to humans, 
especially if given an integrated and unified set of multiple 
data sources, as can be provided by the cloud73. Ultimately 
such advances must be used to benefit consumers.

Customer expectations are also rising with regards 
to engagement. Hughes’ research shows that 
investing in the following technologies in the 
next five years are high on retailers’ radar:

•	� Augmented reality considered important 
by 81 percent of retailers,

•	 Artificial intelligence by 86 percent,

•	 Virtual assistants by 87 percent, 

•	 Free Wi-Fi by 88 percent,

•	 Customer journey data analytics by 95 percent, and,

•	 Alternative payments by 96 percent.

There is a need for retailers to move from plans to 
implementing these technologies selectively. Retailers are 
cited as ‘…not engaging enough with digital wallets despite 54 
percent of adults saying they want more integration74’. With 
executives across all industries expecting cash transactions 
to shrink by 80 percent by 202575, and cash set to fall to 
just 21 percent of UK sales a year later76, retailers need to 
develop a comprehensive outlook on what engagement 
is, what is involves and means for their tech infrastructure 
and how to deliver it on consumer-centric terms.

The instore experience

If physical stores are to transform into experience centres 
as part of their future role in digital commerce, significant 
change is required. 83 percent of shoppers currently believe 
they’re more knowledgeable than retail store associates77; 
such perceptions are simply unsustainable in an intelligent 
future. The answer will in part, lie in empowering frontline 
workers with precise and accurate technological tools. 
Indeed, a fully human system is unlikely to satisfy consumer 
demands; 42 percent of mobile consumers report having 
abandoned a purchase because shipping would take too 
long78. Research by GfK found 38 percent of U.S. consumers 
hope to see improved experiences in stores, while 35 percent 
want improved customer service based on individual needs79.

Nearly 6 in 10 executives believe their workforce isn’t ‘...
sufficiently security savvy’, enough to move forwards with 
digital transformation80. Introducing appropriate technology 
interfaces at the employee level, and training around this, 
can help. Walmart is distributing 17,000 virtual reality 
headsets as part of its training strategy as the Oculus Go 
gear is proving to boost store associate retention and 
confidence. It also reported 10-15 percent improvements 
in internal associate testing following VR use81. Such 
technologies, if supported by a stable network, could 
also enhance the consumer experience since 64 percent 
of consumers indicate liking the option of using virtual 
reality to navigate a personalised in-store experience82. 
Such initiatives are likely to grow quickly and help establish 
tomorrow’s winners as Goldman Sachs forecasts the market 
for AR and VR in retail to reach $1.6 billion by 202583.

Firms need to adopt a customer-based approach that 
considers value within the broader context of a customer’s 
lifeworld. To succeed at scale will require close attention 
to design principles and crafting truly consumer-centric 
business models that incorporate technology ‘invisibly’ and 
unobtrusively as well as significant investment in change 
management and human skills and preparedness. 

Building tomorrow’s 
organisation

The expanding omnichannel

Nearly 80 percent of retailers say it’s ‘business critical’ 
that they integrate omnichannel experiences into their 
stores84, but in Europe at least, only 25 percent feel 
that they are on the right track85. Due to the expanding 
omnichannel and networked nature of technologies ‘…
we’re no longer in a place where we can pick even the 
Top three or Top five technologies...you’ve got to look at 
everything simultaneously. It’s a different way of thinking86’.

At a minimum, retailers need to heed consumer expectations 
forged by competitors and in other spaces. 75 percent 
of consumers expect a consistent experience wherever 
they engage and 87 percent think brands need to do more 
to provide a seamless experience87. The technological 
and organisational agility to adapt to this will be key.

Consider for example that voice shopping is expected 
to jump to $40 billion annually in 2022 in the United 
States, from $2 billion today88. Around 40 percent of U.S., 
Millennials already use voice activated intelligent assistants 
before making a purchase. In Asia, this figure rises to 
51 percent in Thailand and China, and 57 percent in 
Japan89. Organisations ‘…will also need to ensure robust 
integration of the voice channel with internal business 
operations, e.g. supply chain, order management, customer 
relationship management and marketing strategy90’.

Social shopping is likewise still in its infancy, but 
research suggests it could generate revenues of $165 
billion globally by 202191. 47 percent of Millennials 
consumers use social media during their shopping 
journey compared to 19 percent non-millennials92. 

Preparing the groundwork for such eventualities 
should start now. Technologically, Hughes notes that 74 
percent of retailers plan to invest in alternative payment 
technology with a year. 57 percent plan to invest in 
customer journey data analysis, 45 percent plan to invest 
in artificial intelligence, 43 percent in virtual assistants 
and 42 percent in augmented reality before 2020. These 
investments increasingly need to move beyond proof of 
concept to on the ground consumer-centric propositions 
as the omnichannel becomes a type of singularity.

Those that cannot account for prosaic engagement 
channels have little time to prepare for what comes 
next. 47 percent of current consumers that use their 
smartphones for ecommerce are receptive to a service 
that automatically restocks everyday items93. Globally, 
nearly one in three consumers say they plan on buying an 
AI powered device or virtual personal assistant, but this 
is close to 50 percent in some East Asian countries94.

Building tomorrow’s 
organisation

The amount AR and VR in 
retail will reach by 2025.$1.6bn
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The gap between ‘what’s possible’ and business as usual 
is in many cases widening. Technology is evolving at a 
rate far greater than many retailers and wider businesses 
can adapt to, let alone use effectively in a strategically 
coherent manner. Boundaries between on and offline 
will continue to blur, as will retailer and manufacturer. 
New value pools and markets could open to those 
with the vision and strategy to make this happen.

In an analysis of successful companies, MIT Sloan concludes 
that ‘…history warns us that mastering digital technology 
won’t determine which companies become corporate winners. 
Instead, making the necessary organisational and leadership 
changes will95’. There is little evidence, across all industries, that 
structures supporting future leadership are in place; whilst 
the future is digital, only 5 percent of organisations possess a 
strong digital leadership development program. 65 percent of 
all organisations have no such program96, and 30 percent of 
organisations admit to having a weak or very weak leadership 
pipeline97. Hughes’ research suggests retailers are broadly aware 
of some of the barriers to success – 59 percent of retailers note 
that stakeholder buy-in is impacting their implementation of 
new tech, 52 percent cite a lack of in-house expertise and 57 
percent issues surrounding managing employee training. 

We at the start of the consumer evolution, not the end, and those 
wishing to continue its journey must start by looking at their 
own practices, limitations and strategies first. Businesses will 
likely require a revision of silo boundaries, with organisation and 
business models that truly place the consumer front and centre 
dominating. In the intelligent economy, customer-centricism is 
incompatible, in most instances, with product dominated supply.

Organisational 
change accompanies 
tech change

People, sensors, and devices are increasingly interconnected, 
in many cases beyond traditional organisational boundaries. 
Nevertheless, an underlying unified physical network is 
needed to base these technologies on and around. The 
creation of such a physical network is often complicated 
by the widespread belief in IT as a siloed cost centre that 
often results in piecemeal tech investment and innovation. 
What tech networks can provide, first and foremost, is a 
new way of doing business that differs from all previous 
iteration of IT advancements 98’. What retailers could 
then build on top of this goes a step beyond even that.

Tomorrow’s organisations will increasingly inhabit a network of 
networks, whether they orchestrate, facilitate or contribute to 
such networks. It is likely that ‘…the network will help companies 
understand the dynamics of their business and whether their 
operational metrics are where they should be99’. The future 
IoT and cloud network, comprising company, supply chain, 
subcontractors, markets, investors and more will all exist within a 
single network, yet constituent parts will inevitably be enmeshed 
in other networks. Add to this the likelihood of an expanded 
omnichannel allowing consumers to form their own networks –
through voice assistants, social shopping and IoT based objects – 
and their increasing integration with retailers’ physical networks.

Network-centric businesses would appear to be the way 
forward for many industries – as is demonstrated in the 
construction industry; each project sees a reconfiguring 
of constituent parts based on what is needed. Common 
forms of dataflow will be necessary if partners are able 
to work collaboratively on a given issue or project. 

The networked 
organisation

Percentage of 
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Percentage of 
organisations that don’t 
have a digital leadership 
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With the industry set to change profoundly over  
the next decade, technology and how to use it  
presents both a challenge and an opportunity.  
The need to develop capabilities fast means that every 
company, in terms of front end, back end – or perhaps  
both, are becoming IoT companies.

This is not a means in itself however. Fundamentally the IoT 
is an architecture or foundation to build engagement and 
propositions onto. Engagement with staff and customers, 
likely impossible with traditional organisational data silos and 
unconnected IT systems, is becoming a key future success 
factor. The rate of tech change has far outstripped our ability to 
respond organisationally or at times conceptually, necessitating 
both closer collaboration and partnerships with trusted third 
parties to plug the talent gaps and absent processes.

The emerging network encompassing both corporate and 
consumer input is moving from mere utility to a critical 
enabler of a range of future growth strategies. Retailers have 
never been faced with so many opportunities, or challenges 
if these trends are ignored, to build tomorrow’s consumer 
centric enterprises. Neither have they had as much ability 
to rapidly remedy misaligned IT, scarce analytical talent and 
the very nature of the product or service they are selling. 
The time to consolidate digital transformation is now.
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